Purpose "Prosumers" (combining "producer" and "consumers") describes consumers' ability to openly share their product/service experiences and thereby drive sales and digital marketing. Understanding what motivates active prosumers to engage in electronic word-of-mouth (eWOM) and share or review their hotel experiences online can help organizations empathize with consumers and utilize their messages to co-create value. Identifying prosumers' motivators can enable companies to properly target them as resources for review or consumer feedback studies. This study investigated the influence of motivators (intrinsic and extrinsic), service quality, and age on consumers' electronic word-of-mouth communication behaviors.
Introduction
Found to be the principal reason for 20-50% of all buying decisions, electronic word-ofmouth (eWOM) continues to be a force in digital marketing, representing a valuable and powerful information source for consumers (Bughin et al., 2010) . Consumers ranked eWOM as the most influential factor in their relationships with brands, as well as a top source of trustworthy information (Bulbul et al., 2014; Nielson, 2013) . In the tourism and hospitality industry, online hotel reviews are one of the most important forms of eWOM. Eighty-one percent of consumers find online user reviews to be an important information source when choosing between hotels, while 49% add that they would not book a hotel without reviews (Boykin, 2015) .
Online reviews are seen as highly credible, with 88% of travelers trusting them as much as personal recommendations from friends or family members (Anderson, 2014) .
With the rise of eWOM has come the concept of the "prosumer," which describes how consumers have become much more influential due to their ability to openly, quickly, and easily share their product/service experiences with a large number of people (Gunelius, 2010) . Much of the content on social networking sites such as Facebook, Twitter, and Instagram, as well as review platforms including TripAdvisor, Google Reviews, and Yelp, comes from user postings, making these users co-creators or producer-consumers (i.e. prosumers). Through co-creation of content and sharing of experiences, prosumers have become an integral part of the brandimaging process for marketers (Siuda and Troszynski, 2016) . Review platforms and social communities have afforded the easy sharing and discovery of information for prosumers. The same individual may act as a prosumer in the morning, posting reviews about their own experiences, and at night become a consumer, as they read others' reviews to choose a restaurant, hotel, or other service. Since purchasing decisions are seen as high risk in the hotel industry, reference group evaluation is crucial in the decision-making process (Litvin, 2007) ; this further heightens the impact of prosumers sharing eWOM.
Prosumers' powerful influence underscores the tremendous significance for businesses, particularly in the hospitality and tourism industry, to entice users to write online reviews. A better understanding of what motivates active prosumers to share or review their hotel experiences through eWOM will help organizations empathize with consumers and utilize their messages for co-creating value. Furthermore, by identifying reviewers' motivators, businesses can properly target them as resources for review or consumer feedback studies.
So far, there are few studies regarding the motivations of eWOM review-writing behaviors (Cantallops, 2014) . This study seeks to understand what motivates people to engage in the eWOM communication behavior of writing hotel reviews online. Aiming to fill the gap between studies about the importance of eWOM online reviews and those involving the identification of review-writer characteristics, this study specifically identifies the motivators and character traits of reviewers who are most likely to post online. Existing studies examine motivations for positing reviews, including motivations based on review platform, motivations based on personality, and motivations based on positive or negative tone of review. This study investigates both intrinsic and extrinsic motivations to see if either affects consumers' likelihood to post reviews. Aside from motivators, this study also explores the effects of service quality and age in order to determine if either impacts review-writing eWOM behavior. Finally, this study attempts to identify the online communities and review-writing platforms on which prosumers tend to most frequently write reviews.
Identifying these motivators and characteristics of online reviewers will help hoteliers understand which segments of consumers are likely to post reviews after their stay. Identifying prosumers service quality perspectives will also help hoteliers understand customers' expectations for the experience of a hotel stay and where hotels may currently be lacking. Once hotel managers better understand who is most likely to review and why, they can refine reviewgenerating initiatives and ensure their properties meet the interests of positively-motivated reviewers. In addition, examining service quality will help provide insight into how a customer's hotel experience influences their eWOM review-writing behavior. Furthermore, testing eWOM review-writing motivators and preferred review-writing platforms will aid our understanding of reviewers' most influential motivators. Key research questions include:
• Do certain motivational factors influence likelihood of reviewing more than others?
• Does perceived service quality affect likelihood to write a review?
• Do online review platform preferences affect engagement in eWOM?
• Does age affect online eWOM review behavior?
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Electronic Word-of-Mouth and Consumer Online Reviews
Traditional word-of-mouth communication about a particular product or service describes the exchange of conversation between people (Jalivand, 2010). Word-of-mouth communication undoubtedly influences consumer purchase and decision behavior: a friendly conversation about products and service can attract or deter the recipient from using the same business. Reviews and word-of-mouth communication are not a new concept for hotel managers. However, the explosion of eWOM communication and its influence on purchase behavior has prompted managers to focus more of their attention on reputation management and review-generating initiatives. Typically, word-of-mouth exchange takes place on a conversational, person-to-person
basis. Yet, the accessibility and capability of the Internet and online communities have completely flipped this concept on its head, and electronic word-of-mouth communication has become increasingly important. eWOM is defined as any review, be it informative or recommending, that a consumer posts (online) about a product or service they have experienced, making it available to an abundance of current and/or potential consumers (Jalivand, 2010).
Researchers and marketing practitioners have noted that approximately 25 percent of consumer comments are critical or negative, demonstrating that electronic word-of-mouth can bring disadvantages as well as benefits (Plummer et al. 2007 ).
While positive word-of-mouth can significantly and positively impact consumer decision making and purchasing decisions, research has shown that negative word-of-mouth can have an even greater influence and impact consumer attitude and behavior (Herr et al., 1991) .
Dissatisfied customers tend to be more aggressive in their communication, seeking to tell more people about their experience than those who are satisfied with their purchases. Consumers who take into consideration brand and product information from other consumers could be more inclined to pay attention to negative reviews and comments than positive ones (Breazeale, 2009 ).
Traditional marketing knowledge notes that consumer complaints and negative messages are important. Research has shown that, when consumers complain, it indicates they have a relationship with the brand and care about the specific situation. Any communication from consumers, including negative messages, represents a way for the company to receive feedback
and ideas about what needs to be improved and changed about its products, services, and operations. Customer complaints are a source of knowledge and intelligence for any company that knows how to manage them (Blazevic and Lievens, 2008) .
Because of the widespread use of the Internet, consumers can easily express their feelings online; although some consumer-generated content, including reviews and social media posts, is positive, significant negative online content can affect a brand's image. Researchers have noted that certain types of negativity may be more important for companies to professionally manage because they are more likely to be shared, especially in a social media context. Customers who experience anxiety or anger are more likely to transmit those experiences to others than feelings of sadness or disappointment, making it more important for marketers to try to resolve those anxious and angry experiences (Berger and Milkman, 2012) .
Several papers have been published and extensively reviewed that identify the significance and importance of electronic word-of-mouth marketing for business success (Cantallops, 2014; Crotts et al., 2009; Pietro et al., 2012) . Nearly 90% of consumers making new product purchase decisions mentioned eWOM such as online reviews, blogs, or other usergenerated content (UGC) (Cheung and Dimple 2012) as their preferred form of communication.
In the context of hotels, this relationship could be even stronger (King, Racherla, and Bush 2014) . Studies vary from tracing gender effects of eWOM communication (Memarzadeh et al., 2015; Sun and Qu, 2011) , examining satisfaction (Barreda and Bilgihan, 2013; Loureiro and Kastenholz, 2011) , to analyzing service failures (Sánchez-García and Currás-Pérez, 2011; Swanson and Hsu, 2009 ). However, little research has investigated consumer motivators for eWOM review-writing behaviors (Cantallops, 2014) .
Some researchers have explored eWOM review-writing participation and its impact on consumer loyalty (Chen, 2012) , while others have studied eWOM review frequency on Facebook as it relates to personality and tone of message (Yoo et al., 2013) . Researchers evaluated consumer motivation to produce eWOM content by surveying a TripAdvisor travel panel of roughly 1,200 respondents (Yoo and Gretzel, 2008) . The survey was developed in an effort to identify motives for online review writing and evaluate demographic differences in these Many studies found consumers' deem online reviews to be more trustworthy than advertisements geared to the mass market (Cheung and Dimple 2012) . Now that reading online reviews has become an integral part of the consumer purchase journey, especially for high-risk purchases like flights, destinations, and hotel stays, studies have investigated specific cues in online content that establish consumer trust, such as connection to poster, reviewer rating, and positive or negative reviews (Pan , Chiou, 2011) . Identifying consumers general level of trust in reviews can provide a better understanding about whether or not it affects how frequently consumers write reviews;
however, trust was dropped from this study because of issues with self-reported behaviors.
Several studies have used researched performed by Hennig-Thurau as a foundation for extended eWOM research. Rooted in the Web 2.0 switch from consumers to prosumers, one such study investigated "the influence of seven motivations on the involvement to write positive and negative online reviews and how personality plays a role" (Rensink, 2013, p. 3). Rensink motivations was: self-enhancement, social benefits, advice seeking, concern for other consumers positive, concern for other consumers negative, venting negative feelings, and helping the company. Rensink (2013) also discussed the relation of the five-factor personality model to eWOM exchange, aiming to explore whether or not personality type affects involvement for each motivational factor. Hypotheses were developed for extraversion, agreeableness, conscientiousness, neuroticism, and openness. The research model used involvement as the dependent variable, with the seven motivating factors, personality traits, and tone of content as independent variables. For positive and negative reviews, social benefit motivation and review involvement were positively correlated. The hypothesis that "more neurotic individuals are more involved in writing reviews to vent negative feelings than less neurotic individuals" (Rensink, 2013, p. 24 ) was the only personality hypothesis supported by data. Whereas the study cited above uses involvement as its dependent variable, this study examines motivations for online review-writing behavior.
Hypotheses Development
Consumer Motivations
Consumer motivations to write and post eWOM reviews are important for hotel managers to understand, since knowledge of common motivations could help managers recognize and rectify a situation that might motivate a negative consumer review. Motivations can be broken down into intrinsic and extrinsic motives (Deci, 1975) . Intrinsically, the consumer feels motivation because they have a need to understand out of curiosity, accomplishment, achievement, self-development, and want to stimulate specific sensations (Blais, Briere, Fortier, Pelletier, Tuson & Vallerand 1995) . These elements also explain having an internal locus of control. Extrinsically, the consumer experiences motivation for reasons other than their own sake, such as desire to regulate praise and awards, belonging, or perhaps they feel motivated to share so they can achieve personal goals (Blais, et al., 1995) . These are attributed to outside factors, exhibiting an external locus of control. Both intrinsic and extrinsic motives have been found to have a significant impact on behavioral intention (Davis et al., 1992) , including that of eWOM (Yoo et al., 2013) . Examining both intrinsic and extrinsic motivations provides a clearer picture of the types of motives that drive prosumers to post a review online. Because there may be both internal feelings of well-being as well as possible external rewards for posting a review, we anticipate that both intrinsic and extrinsic motives will positively impact review behavior.
Therefore, the following hypotheses are proposed:
H1: Intrinsic motivators have a positive relationship with online eWOM review behavior engagement.
H2: Extrinsic motivators have a positive relationship with online eWOM review behavior engagement.
Service Quality
Widely accepted as an accurate measure of perceived service quality, SERVQUAL "is a concise multiple-item scale with good reliability and validity that retailers can use to better understand service expectations and perceptions of consumers and, as a result, improve service" (Parasuraman and Zeithhaml, 1988, p. 14) . SERVQUAL measures five dimensions of servicequality (tangibles, reliability, responsiveness, assurance, and empathy), in order to evaluate consumers' satisfaction with a particular type of service and their perception of quality for a particular company within that service category (Parasuraman and Zeithhaml, 1988) .
The tangibles dimension refers to the physical facilities, equipment, and appearance of personnel involved in the provision of services. Reliability refers to the ability to dependably and accurately perform the promised service. Responsiveness deals with the willingness to help customers and provide prompt service. Assurance is related to the knowledge and courtesy of employees involved in the service and their ability to inspire trust and confidence. Empathy refers to the caring, individualized attention the firm provides to its customers.
Service quality has been found to impact a number of consumer outcomes, including purchase intentions, customer loyalty, complaints, price sensitivity, and word-of-mouth (Alexandris et al., 2002; Harrison-Walker, 2001; Zeithaml et al., 1996; Fine, Clark, and Scheuer, 2016) . In addition, Jeong and Jang (2011) investigated service quality's impact on eWOM, finding that a good experience positively influences favorable eWOM. While those results are important, that study utilized service quality as a unidimensional construct. Therefore, a study examining how each of the five dimensions of SERVQUAL impacts eWOM behavior is still needed. This study makes use of SERVQUAL to uncover how each dimension of service quality might affect online review-writing behavior, in order to determine whether some dimensions of service quality are more impactful than others in influencing consumers to write online eWOM reviews. Looking at the dimensions of service quality from the context of online eWOM reviews, we estimate that the higher the level of each dimension of service quality, the more likely prosumers will be to engage in writing online reviews about their hospitality experience.
H3: The level of service tangibles has a positive relationship with online eWOM review behavior engagement.
H4: The level of service reliability has a positive relationship with online eWOM review behavior engagement.
H5: The level of service responsiveness has a positive relationship with online eWOM review behavior engagement.
H6: The level of service assurance has a positive relationship with online eWOM review behavior engagement.
H7: The level of service empathy has a negative relationship with online eWOM review behavior engagement. with Tripadvisor (Yen and Tang, 2015) . Given these findings, we also investigate platform preference, aiming to uncover if it has an impact on eWOM review-writing behavior. Along with Facebook and TripAdvisor, this study also includes Google Reviews and Yelp as additional review-writing platform options. Thus, we hypothesize:
Preferred
H8: Differences in online eWOM review behavior occur as a function of the review platform preferred.
Age
It would also be useful for hoteliers to know whether age has any effect on eWOM review behavior, as this would assist in their market targeting decision-making efforts. In terms of previous studies, advertising research found that younger individuals evaluate commercials in a more positive way than older consumers (de Gregorio and Sung, 2010) . Research also noted that younger consumers are more likely to be heavy Internet users when compared to older individuals (Korgaonkar and Wolin, 1999) . Market maven studies noted that the younger population is also more likely to engage in consumption discussions and maven activities (Feick and Price, 1987; Laughlin and MacDonald, 2010) . In the viral advertising context, studies have shown that the main target and market for viral ads is again the younger generation (Dobele et al., 2007) . Therefore, we hypothesize that age is negatively related to consumers' propensity to engage in online eWOM reviewing activities.
H9: Age has a negative relationship with online eWOM review behavior engagement.
Methodology
This study used selective purposive sampling in order to obtain a sample of respondents who were known travelers, as that would be ideal for a hotel review study. A survey panel of 2,350 known travelers across the US was donated for purposes of this study by a marketing/advertising agency in the south-east. An initial invitation to the survey was delivered via Survey Monkey email, and a reminder was sent three days later to anyone who had not already responded to the survey. The survey respondents were then filtered to include respondents who had written online travel reviews in the past. This reduced the final sample to a total number of 204 respondents.
The sample was heterogeneous in terms of respondents' demographic characteristics. The survey participants were all US residents over the age of 18 who reported residency across 34 states, with South Carolina (18%) and California (7%) holding the majority. They ranged in age from 25-75 years old, with 45-54 year olds accounting for 23%. All participants reported having completed high school, with a bachelor's degree being the most common level of education (29%). Total household income was distributed among participants, with 19% in the $35-$49.9K
range, 23% in the $50-$74.9 range, and 17% in both $75-$99.9K and $100-$149.9K ranges.
The survey panel used was a group of known travelers and the survey instrument confirmed travel behavior, as 97% of travelers reported having taken one to nine or more trips in the last 12 months. The final sample of 204 respondents included only consumers who travelled on one to nine or more trips in the last 12 months. The majority of participants reported shorter trip lengths: 54% reported trips lasting one to two nights, and 30% reported three to four night trips. When asked to report their purpose of travel, participants rated leisure travel highest, followed by family visits and business. Descriptive statistics and correlations are reported in Tables 1.
(Please insert Table 1 about here)
Measures eWOM.
Consumer-reported eWOM review-writing behaviors serves as the dependent variable of study. eWOM review-writing behavior was measured by adapting multiple choice items from Yen and Tang (2015) and from Alhidari (2015) . The items are seen in Table 2 , with great factor loadings in factor analysis and with very high Cronbach's alphas, showing good reliability for the scale.
(Please insert Table 2 about here)
Service Quality. Two survey items per dimension were used for this study in an effort to reduce participants' response burden. Participants were asked about their perceptions of service quality for their typical hotel stay experience, with response options ranging from 1 (strongly disagree) to 7 (strongly agree), as shown in Table 2 .
Motivators. Extrinsic and intrinsic motivators were measured based on items adapted from Yoo and Gretzel (2008) and Hennig-Thurau et al. (2004) , as shown in Table 2 . All motivator items had response options ranging from 1 (strongly disagree) to 7 (strongly agree)
following the question prompt: "Please answer the following based on the pretext 'I write hotel reviews on virtual platforms because…'" Deductive reasoning and exploratory factor analysis was used to further group motivators into intrinsic and extrinsic motivator categories.
Preferred Review Platform. Yen and Tang's (2015) 
Data Analysis
To test our hypotheses, we first performed a multiple regression analysis with review behavior as the dependent variable, by using the regression factor scores for each variable of interest.
We also tested the differences in review behavior as a function of the preferred review platform by using an ANOVA test. We include a multiple comparison analysis using the LSD method, which underlines the differences between prosumers who prefer different types of review platforms and their review behaviors.
Results and Discussions
The results of the multivariate regression analysis showed a value of 0.373 for adjusted R-square, which underlines the fact that the variables in the model provide a good explanation for consumers' review behavior. Both intrinsic and extrinsic motivators had a significant influence on review behavior, providing support for hypotheses 1 and 2. This confirms previous literature showing that intrinsic and extrinsic motives have a significant impact on eWOM (Yoo et al., 2013) , and affirms that they are important factors in the context of online reviews. As Table 3 shows, the overall regression model is significant and has a well-adjusted R-square value of 0.373.
(Please insert Table 3 about here)
Regarding the five SERVQUAL dimensions, the regression analysis found two of them, service tangibility and reliability, as significantly important for consumers' online eWOM review behavior. Service tangibles had a significant relationship with consumers' engagement in online eWOM review behavior. However, the relationship was a negative one: as consumers were more dissatisfied, they were more likely to engage in online eWOM review-writing behavior. Thus, hypothesis H3 was not supported. This could be due to the fact that negative service experiences have been shown to have a greater impact on WOM behaviors, in that consumers are more likely to tell others about a negative experience than a positive one (Söderlund, 1998) . They may post reviews as a form of revenge when companies disappoint them and do not act according to standards (Perkins 2009 ). When consumers tell others about their positive experiences, they tell fewer people than they do when they have a negative experience (Söderlund, 1998) . Thus, it would appear that as consumers are more dissatisfied with tangible aspects, they are more likely to engage in online review-writing behavior.
Reliability appears to have been the main factor positively related to engagement in eWOM review-writing behavior: when they found a service highly reliable, prosumers were more likely to engage in spreading positive word-of-mouth about it. Therefore, hypothesis H4 was supported. However, the other SERVQUAL dimensions of responsiveness, assurance and empathy were not significant, and thus hypotheses H5, H6, and H7 were not supported. This could have been due to an overwhelming importance of tangibles and reliability in the case of hospitality services, which leads to negative and positive word-of-mouth. As expected, age was found to have a negative relationship with engagement in eWOM review-writing, which affirms that younger consumers are more likely to participate in this type of eWOM.
(Please insert Table 4 about here)
Regarding the ANOVA results presented in Table 4 , the analysis showed that consumers' engagement in online word-of-mouth about their hospitality experience differed as a function of their preferred review platform [F(df1, df2) = 7.33, p < .001]. The multiple comparison analysis showed that there were significant differences in engagement in online reviews between consumers who listed their favorite review platforms as either Facebook, Google, or TripAdvisor, and those who did not favor one over the others. However, there was no significant difference in eWOM behavior between consumers that listed Yelp as their favorite review platform and those who did not have a preferred review platform. Therefore, hypothesis H8 was partially supported. As seen in the result tables, both the multiple regression and the ANOVA model are significant. Table 5 summarizes each of the hypotheses and the results. Table 5 about here)
(Please insert
Conclusions
The main contributions of this study show the effect of consumer motivations and service quality variables on prosumers' engagement in online eWOM review behavior. The study underlines the positive effect of both intrinsic and extrinsic motivations on engagement in eWOM review behavior. Results have also shown the effect of two dimensions of service quality, those of tangibles and reliability, on engagement in eWOM review-writing behavior, which provides a theoretical contribution to service research and the base for future studies on this topic. The analysis also confirmed the importance of age and review platform preferences, offering useful starting points for marketing managers who want to improve their online reputation management strategies. Overall, the results show the importance of prosumer motivations, perceptions about service quality, and age as main influencers on engagement in online eWOM review-writing behavior, which represents a useful advancement for marketing and hospitality research and practice. The in-depth implications of each model and the support provided for the hypotheses we formulated are discussed in the next section.
Implications
The findings of the analysis underline the importance of consumer motivations and service quality in the context of eWOM review behavior. For marketing and hospitality research, this shows the benefits of including not only individual characteristics and demographics when analyzing eWOM review behavior, but also elements such as perceptions of service quality.
Given the differences in how the dimensions of service quality affect consumers' engagement in online eWOM review behavior, this represents a very important topic for research and can be
included in future studies that analyze the prosumer review behavior model.
Regarding the implications for practitioners, this study highlights the important role played by service quality in the hospitality industry and its effect on their involvement in online eWOM reviews. Managers should constantly focus on offering great service to their guests, while at the same time motivating them to engage in posting positive eWOM reviews about their trip experience. Moreover, as the results of this study imply that various dimensions of service quality have a different impact, managers should especially focus on the aspects that consumers consider important and consistently include in their reviews, such as the tangibles dimension.
The results of this study also have the potential to provide to businesses more information to improve the social aspects of vacationing, which can not only improve perceptions about service quality, but can also have a positive influence on consumers' motivations.
Limitations and suggestions for future studies
The limitations of this study were primarily related to the sample size and characteristics.
While the sample was heterogeneous in terms of demographic characteristics and able to obtain responses from residence across 34 states, the sample still could have been broader and larger. 9. Age 0.08 0.01 -0.03 -0.07 -0.14 -0.14 0.00 -0.10 1.00 **. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed). 
